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[ Abstract)

verse attitudes due to their different weight in people’s mind. This study examined the country—of-origin effect of under-

Objective: The effect of country—of—origin means that various sources of the products’ brands can lead to di-

graduate students on the brands at home and abroad. Methods: The study design was based on the theory of implicit social
cognition and a revised Implicit Association Test(IAT) was completed by 50 college students to measure their attitudes to-
wards the diverse brands. Results: The result of reaction time in TAT demonstrated that the foreign brand was significantly
more closely connected with the optimistic attitudes in undergraduate students, while the domestic brand was more closely
connected with the pessimistic attitudes(P<0.001). Conclusion: Based on the behavior measurement on the relationship
between the brand names with different source country and the attitudes with different affective valence, country—of-origin
effect can be proved in the view of the implicit attitudes.
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